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In view of the growing concern and interest dealing
with truthfulness J in the media and the substantiation of
promotional claims, this thesis serves to bring into focus
t
the area of deceptive and misleading advertising, and its
relationship to consumers and the market. More specifi-
cally, the topic and analysis of it deals with the concept
of corrective advertising. Devised by Robert Skitol and
initiated by the Federal Trade Commission in 1971, the
corrective advertising concept seems to be a logical and
"straight-forward" idea—when misleading or false adver-
tising runs (usually on a national scale), and the FTC
deems it as substantially misrepresenting the truth, then
the Commission may require a certain proportion of future
advertisements to contain a corrective message. The mes-
sage supposedly clears up any misunderstanding as to the
intent/truth of the original claims in the ad. The adver-
tiser, in essence, admits no wrongdoing and the FTC handles
each case on an individual basis, working out specifics,
such as media schedules and wording of the corrective ad.
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But important questions have arisen among advertisers and
their agencies—what is the FTC really up to in this new
"remedy"? Is "corrective advertising" the best solution
for countering false claims? Is corrective advertising
something to concern only those who flagrantly violate
the industry's regulation code?
The problem is only simplistic on a superficial
level. Many factors need consideration when dealing with
the sensitive and perpetually changing area of advertis-
ing regulation/interpretation. Consequently corrective
advertising is continuously the topic of debate and con-
troversy, not only among advertisers and the FTC, but
advertising agencies and the media as well.
Chapters I, 11, and 111 of the thesis trace the
development of corrective advertising from its conceptu-
alization to the actual practice of the remedy by three
national advertisers. The reasoning behind the idea, the
role of the Federal Trade Commission, and the viewpoint
of practioners from agencies, media, and the Commission
itself are expressed in the first section of the study.
This review of the literature and assimilation of com-
mentary on the subject serve as a basis and springboard
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for the second part of the thesis—a pragmatic field study
in which original research is conducted. Because so little
is known and reported about consumer reaction to correc-
tive advertising, the author feels the area merits deeper
examination—for even practitioners question the effec-
tiveness and validity of corrected messages. Although on
an exploratory level, the research is geared to find out
what consumers actually perceive when viewing an ad deemed
deceptive by the FTC and what customers perceive when
viewing a corrective ad of the same product. Different
reactions could lead to important inferences. More
importantly, the author hopes to develop a notion as to
whether corrective advertising is really accomplishing its
purposes, as set forth by the FTC.
The paper concludes with the author's interpreta-
tions of the data from the experiment, an analysis and
summary of the pros and cons of the corrective advertising
concept, and discussion of what the future holds for the
application of this remedy for countering deceptive prac-
tices in advertising. The author hopes that this effort
can lead to a better understanding of corrective advertis-
ing, its manifestations, and its implications. Although
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much of the material used to produce this work was obtained
from sources with special interests (advertisers, agencies,
FTC, etc.), it is ultimately the consumer's viewpoint which
is most significant. His reaction and impressions, in the
final analysis, will tell whether corrective advertising
is a passing phase or is here to stay as the "usual remedy"
for deceptive advertising practices. It is hoped that
studies like these, and those of a more complex nature,
can aid in improving the image, the process, the communi-
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CONCEPT OF CORRECTIVE ADVERTISING —ITS
DEVELOPMENT AND RATIONALE
Corrective advertising is a relatively new Federal
Trade Commission remedy designed to dissipate the effects
of deceptive and misleading advertising. Although the
status of its constitutionality is being examined and
tried, corrective advertising nevertheless has become a
genuine concern not only to advertisers and their ad
agencies, but for lawyers, government agencies (FTC, FCC,
FDA, etc.), media people, and most purposely for the con-
sumer. If the FTC remedy of corrective advertising were
ruled unconstitutional tomorrow, the effect of this pro-
posed "solution" for deceptive ads has nevertheless made
its impact on the thinking of national and regional adver-
tisers, knowing that the FTC and other groups, consumer as
well as governmental, are grasping for and obtaining power




In 1970 Proctor and Gamble took out full page ads
in Life and Look Magazines for Crest toothpaste, with the
headline being "Some people misinterpreted this ad, and
we're sorry." (See Appendix I) Although on a completely
voluntary basis, this marked the beginning of what the
Federal Trade Commission has in reality sought in its
requirement for corrective advertising.
Because advertisements are generally designed to
create a cumulative effect which long outlives the single
impression of one ad, the conventional FTC "cease and
desist" order has in a sense become ineffective in many
cases. Corrective advertising, the concept of devoting
future advertising space or time to the disclosure of
previous deceptions, is based on the theory that deceptive
advertising has residual effects which may be revoked by
future ads unless those ads disclose prior "deceptions."
The development of corrective advertising seems
to have evolved with time and been a result of the active
interaction of consumer groups, with the FTC. For example,
in 1969 Campbells Soup ran television commercials showing
closeups of one of its vegetable soups. The FTC claimed
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that marbles had been placed in the soup bowls, forcing
the vegetables to the top of the bowl in order to create a
richer, fuller appearance. Although the FTC provisionally
accepted the conventional consent order prohibiting Camp-
bells from using that type of misrepresentation again, a
consumers' protection group, Students Opposing Unfair Prac-
tices, Inc. (SOUP), petitioned the FTC to withdraw provi-
sional acceptance of the consent order and permit SOUP to
intervene. The group challenged that the cease and desist
order was inadequate and that Campbells should be required
to disclose in future advertisements the FTC allegations
of previous deception in their advertising practices.
The Federal Trade Commission declined to permit
that intervention and to require corrective advertising
in that case, but nevertheless asserted its authority for
future cases by stating:
We have no doubt as to the Commission's power to
require such affirmative disclosures when such dis-
closures are reasonably related to the deception
found and are required in order to dissipate the
effects of that deception.^
Because the Commission felt the conventional con-
sent order was an adequate remedy, corrective advertising
was declared unnecessary in the Campbells Soup case.
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Several months later corrective advertising was
called for by the FTC in a proposed complaint against
Coca-Cola Company. Coca-Cola, accused of making deceptive
nutritional claims for its "Hi-C" beverage, was to be
prohibited from making any nutrient value claims,
unless the percentage of nutrient value supplied by
such product was compared to that contained in a
specified, major natural food source of said nutrient
is clearly, conspicuously and truthfully disclosed.^
However, the Commission proposed to order Coca-Cola to
stop advertising
for any fruit drink product for a period of 1 year
. . .
unless it is clearly and conspicuously dis-
closed in such advertisement that the Federal Trade
Commission has found false advertising in that the
impression of the advertising was that the nutritive
value of the product designated "Hi-C" was the equiv-
alent of orange juice or other citrus juices. Said
disclosure must consist of not less than 25% of the
total space used for such advertisements in printed
form and not less than 25% of the total time to each
advertisement disseminated on radio or television.^
When Firestone Tire and Rubber Company allegedly
ran deceptive claims in its advertisements for the Fire-
stone Super Sports Wide Oval tires, the FTC had its first
test on its authority to require corrective advertising.
SOUP again intervened and sought an order to require
25 percent of the advertising of safety features during
the following year to disclose FTC findings. Firestone
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and the Association of National Advertisers, who inter-
vened on behalf of Firestone, both opposed issuance of
corrective advertising on the ground that the Commission
lacks authority to issue such an order. Although Fire-
stone's claims were unsubstantiated and the claims por-
trayed in the advertisements were prohibited, the hearing
examiner determined that corrective advertising was not
necessary in this case for reasons three-fold: it had
been a three-year time lapse since the advertisements had
ceased, the probability was good that only a few of the
deceptively advertised tires were still in use at the
time, and finally, empirical research showed only slight
residual effects from the original ads.
But more importantly, the hearing examiner went
on to assert unequivocally the Commission's power to
demand corrective advertising.
The Commission continued to ask for and require
corrective advertising by issuing complaints against the
manufacturers of Easy-Off Window Cleaner, Easy-On Speed
Starch, Aerowax Floor Wax, Black Flag Ant and Roach Killer,
4
Wonder Bread, and Hostess Cakes. Presently Profile Bread,
Ocean Spray Cranberry drinks, and two sugar groups are the
6
three national cases in which corrective advertising has
been ordered and executed. (See Chapter 111 and appro-
priate Appendices.)
Rationale
When Robert Pitofsky was director of the FTC's
Bureau of Consumer Protection, he explained the reasoning
behind the new remedy for deceptive or misleading ads.
He pointed out that critics describe corrective advertis-
ing as cruel, unusual, unnecessary, but that in reality,
that is a superficial, inappropriate description. Pitof-
sky conceded that for years the Commission's cease and
desist order did not work--advertising campaigns are
relatively short (26, 52 weeks) and by the time the Com-
mission was able to challenge the advertising in most
cases, the campaign was long over. Moreover, because
campaigns are designed to produce this cumulative effect,
consumers may buy products on the basis of advertising
campaigns after parts of the advertising have been found
to be illegal and deceptive. Secondly, Pitofsky explained
that one of the major purposes of the corrective advertis-
ing concept was to aid in the reallocation of market
shares, reasoning being that the company that engaged in
7
deceptive advertising practices might have increased its
market share through deceptive practices at the expense
of its competitors. The Commission's cease and desist
order has proved ineffective in many cases, especially
when it could take as long as three years to be issued.
Pitofsky said he felt the government has an obligation
to go back and reallocate those market shares to where
they were prior to the deception.
The idea behind that approach is not to embarrass
or disgrace corporations. But, as I've said, to
dissipate misleading impressions with a solid dose
of accurate information.^
Sorenson reiterates that the FTC was in need of
more effective remedies for deceptive and misleading ads
in order to do its job. In theory, Sorenson said, "The
responsible advertiser should not have to worry about the
7
FTC's adoption of a remedy of corrective advertising."
In fact, it was felt that the concept was not
only developed in the interest of consumers, but also in
the interest of responsible advertisers. Silbergeld added
that while advertisers run the risk of being challenged
for deceptive advertising, it is also true that advertisers
also suffer from the "hangover effect" when competitors
0
run false and misleading advertisements.
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Supportive evidence for the reasoning behind their
ideas of corrective advertising was implied by a research
project developed by Seymour Lieberman, president, Lieber-
man Research, for a March 1973 meeting of the American
Marketing Association in New York. Lieberman and associ-
ates created two commercials each for six hypothetical new
consumer products, with one commercial being a completely
"straight" or factual version and the other a misleading
version. Different groups of consumers were then shown
the commercials. In all but one of the six examples used
in the test, the viewers were successfully deceived by the
misleading version of the ad. Various degrees of the
deception did occur among the participants, depending upon
nature of the product, the execution and presentation of
the commercial, and the receptiveness and interest of the
consumer toward the product. For example in the commer-
cial promoting the hypothetical Pro-Gro, a plant food that
is protein enriched, the viewers more often felt that Pro-
Gro is a scientifically formulated plant food. In reality,
protein has no effect on nutrient value to plant life what-
soever. In another instance, when consumers were exposed
to a spokesman costumed in kilts and speaking with a
9
Scottish accent advocating the wearing of Heather Mills
sweaters, the viewers were twice as likely to believe the
product was imported, although the commercial never men-
tioned where the sweaters were made. Three of the other
four fictitious products also interested the consumer to
9
a stronger degree when the deceptive commercial was shown.
This experiment only serves to reinforce the concept that
deceptiveness in advertising can, through the power of
suggestion, lead the consumer into believing something
not literally true.
In effect, then the evolution of corrective ad-
vertising followed a somewhat natural courge. With the
increase in the number of competitors (advertisers and
agencies) in the advertising business spectrum, pressure
to compete profitably for the consumers' dollar is greater
than ever. Fairness in this competition aids the stability
of the free enterprise system. Corrective advertising,
then, is an attempt to insure this fairness, not only in
the light of competition, but for consumerism as well.
The development and reasoning behind the idea has merit
and logic, but serious questions continue to plague its
10
usage. Is this the optimum solution for deceptive adver
tising practices? Is the Federal Trade Commission the
agency best equipped to deal with the problem? Is the
FTC reaching beyond its inherent powers? Chapter II
focuses on advertising and its relationship to the FTC,
the originator of the corrective advertising concept.
FOOTNOTES
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CHAPTER II
THE FTC AND ITS RELATIONSHIP TO
CORRECTIVE ADVERTISING
Inherently, when big money and the vulnerability
of consumers are involved, some agency (usually govern-
mental) casts an interested eye in the direction of regu-
lation and "fairness" to the parties influenced by those
dealings. Advertising is a prime example. The Federal
Trade Commission (among others such as the Federal Communi
cations Commission and the Food and Drug Administration)
is directly involved with advertising and its effects on
consumers. This chapter discusses the background of the
FTC and how the agency obtained authority and power in
dealing with areas of advertising and its practice. As
principal "policeman" over advertising, the Commission
has over the years since its 1914 beginning incorporated
various remedies against false or misleading advertising.
These, along with particular emphasis on corrective




As a result of spiraling economic growth in from
about 1870 to 1910, business monopoly was a way of busi-
ness in the early 1900's. The Sherman Antitrust Act of
1890 proved ineffective in protecting competition and
preventing restraints of the trade and further monopoly.
The Supreme Court had ruled that only unreasonable re-
straints of trade were illegal. Major decisions by the
courts in 1911, acknowledging the inadequacy of existing
law, served as a basis for the enactment of the Federal
Trade Commission Act on September 26, 1914. Congress
created the Commission and authorized it to take action
against "unfair methods of competition," its primary goal
being the protection and preservation of competition. But
for many years after its organization in 1915, the Commis-
sion was considered as having no power in acting against
improper advertising. Not until 1922 in the Winstead
Hoisery Company case, did the Supreme Court make it fairly
clear that the Commission's authority included the regula-
tion of advertising, using the "unfair methods of competi-
tion" premise as its basis. Advertising controls have
grown slowly through the development of case law under the
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general powers granted the Commission, mostly in Section 5
of the Act which stated "unfair methods of competition in
commerce are hereby declared unlawful."^"
The Commission was to enforce competition, over-
seeing that true competition took place—that unfair trade
tactics were detected, investigated, and prohibited. In
1938, the FTC obtained broad jurisdiction over advertising
through the passage of the Wheeler-Lea Amendments. This
grant of authority was largely conceived as insuring com-
petition and protecting competitors from unfair devices,
by giving the Commission powers over false, deceptive and
2
unfair advertising. This act made two significant sub-
stantive changes in the original law. One was addition of
the words "unfair or deceptive acts or practices" to the
inhibitions of the law, meaning that it was no longer
necessary for the FTC to show that the practices complained
of injure, or could injure competition. Its ramification
being that it was sufficient that the practices are unfair
or deceptive to the public. Secondly, the Commission was
granted affirmative statutory authority to control false
advertising of foods, drugs, cosmetics and "devices."
Under this section of the amendment, a "false advertise-
ment" constituted not only one that was misleading in a
15
material respect, but also one that failed to reveal
material facts.
Two important procedural changes also emerged from
the original law of the Wheeler-Lea Act. The amendments
"put teeth" into the enforcement of the Commission's
actions. Before, advertisers accepted the possibility of
adverse Commission action only as a matter of risk, and
court action had been necessary to evolve a final cease
and desist order. The Commission's orders became final
and enforceable 60 days after service thereof on the
advertiser, unless he asked for and seeks court review.
Therefore, the enforceability became automatic, with fines
assessed against advertisers who continue the violation.
Moreover, the Commission could (at the time) obtain a
preliminary injunction order against continual false
advertising of a product, when the use could be injurious
3
to health.
As for a definition of "false advertising," the
concept has evolved and been developed by Commission order
and court decree. Concerning foods, drugs, cosmetics, and
"devices," however, such a definition was expressed in
Section 15(a)(1) of the FTC Act providing:
The term "false advertisement" means an advertisement,
other than labeling, which is misleading in a material
respect; and in determining whether any advertisement
is misleading, there shall be taken into account
(among other things) not only representations made or
suggested by statement, word, design, device, sound,
or any combination thereof, but also the extent to
which the advertisement fails to reveal facts material
in the light of such representations or material with
respect to the consequences which may result from the
use of the commodity to which the advertisement re-
lates under the conditions prescribed in said adver-
tisement, or under such conditions as are customary or
usual. No advertisement of a drug shall be deemed to
be false if it is disseminated only to members of the
medical profession, contains no false representation
of a material fact, and includes or is accompanied in
each instance by truthful disclosure of, the formula
showing quantitatively each ingredient of such drug.^
Insofar as its policing of advertising, marketing,
and merchandising are concerned, the Commission's authority
and jurisdiction originated in the following federal stat-
utes (arranged chronologically):
Federal Trade Commission Act (1914)
Clayton Act (1914)
Wheeler-Lea Act (1938)
Robison-Patman Act (1936, 1938)
Wool Products Labeling Act (1939)
Fur Products Labeling Act (1951)
5
Flammable Products Act (1953)
Textile Fiber Products Identification Act (1958)
16
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Cigarette Labeling and Advertising Act (1965)
Fair Packaging and Labeling Act (1966)^
Each statute increased or affected the Commis-
sion's power in relation to advertising in some respect.
The FTC Act and Wheeler-Lea Act have already been dis-
cussed. The Clayton Act (1914) concerned the investiga-
tion and policing of discriminatory pricing and related
methods from point of view of the effect on competition.
The Robinson-Patman Act (1936) (Amendments to Section 2)
dealt specifically with advertising allowances and
cooperative advertising.
The remaining statutes deal specifically with
some type of labeling, packaging or product requirement
designed to protect the consumer, by providing him with
more (truthful, explicit, etc.) information on the product
7
he consumes. One can deduce from this sequence of fed-
eral laws a new philosophy emerging in the FTC and its
priorities—that protection of the consumer and his inter-
ests is a growing concern in the execution of the duties
and functions of the Commission. Corrective advertising
is one prime manifestation growing out of this new way of




Traditionally, the remedy utilized in FTC action
against false and misleading advertising has been a cease
and desist order, which is essentially an injunction tell-
ing an advertiser not to repeat the deceptive representa-
tion. Frequently, the legal and administrative rights of
the parties involved took years to resolve, thus allowing
the guilty party to go on with the present, as well as
future campaigns. Pursuit for more effective enforcement
and meaningful remedies against deceptive or unfair adver-
tising has been the result. Although the remedies being
sought may seem to be innovative (namely, corrective
advertising), the principal thrust behind the Commission's
recent activity is aimed at practices which have been
illegal for years. For example, claims for uniqueness for
specific products, when, in fact, they have no such quali-
ties, directly or indirectly, is against the law. Some
feel that regulations have been changed, when in effect,
long existent rules are being enforced with more vigor
than before, and by means which hopefully prove more effec
tive. Consequently, the FTC is trying to fashion meaning-
ful remedies in deceptive advertising cases. Corrective
advertising is one such remedy, and the advertiser is held
responsible for the claims made in the original ad; how-
ever, the Commission may also focus on the responsibility
of the advertising agency, and additional relief may be
Q
sought there, depending upon the particular case involved.
John Crichton, President of the American Associa-
tion of Advertising Agencies, commented:
I should emphasize that the Commission does not
operate from a stated body of rules or laws, its
powers are defined as reaching those advertisements
which are "false, misleading or unfair," means . . .
well, they mean what the Commission says they mean.
If something has the tendency to mislead or deceive,
it may be grounds for a complaint. The complaint
procedure makes no allowance for ignorance of fal-
sity nor innocent of intent. The claim must be
literally true; on the other hand, literal truth
has been ruled insufficient, if a misleading im-
pression is created. Finally, even if more viewers
or readers are not deceived or misled by an adver-
tisement, the Commission has regarded this as
immaterial if a substantial minority is misled, and
that minority may consist (in the word of a court)
of "the ignorant, the unthinking and the credulous."
An implied sidelight by Crichton to this area of
deceptive or misleading claims in commercials and print
ads is the subject of puffery, wherein advertisers inten-
tionally exaggerate, over-state, or state superlatives
concerning matters of subjective judgment and opinion.
An example of a subjective superlative is the claim,
19
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"Nestle's makes the very best chocolate." This may be
true, but with permissible puffery it doesn't have to be.
It seems difficult for advertisers, as well as the FTC
itself (who again is the overseer of this "questionable
practice") to determine when the use of puffery is in
itself misleading and deceptive to consumers—and if so,
what should be done about it. Many advertisers feel that
it is an inherent part of the industry and the consumers
do not actually believe all claims made in every ad. But,
according to a study by Preston and Johnson, there is some
evidence to suggest that people do in reality rely upon
puffery as fact and thus put themselves in a position to
be deceived by that which is false.^
Corrective advertising could be instrumental in
the thought process that leads to creating and using
"puffed" claims in advertising. If not from being forced
to run corrective ads, then just the fear of the FTC's
surveillance and "power" to require such a measure may
influence advertisers to become more specific and "truth-
ful" in their claims. As Thain put it,
It is my personal impression that the Commission's
aggresive enforcement of the law in the consumer
protection area in recent years and, in particular,
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the staff's pursuit of the corrective advertising
remedy in many major cases, has made advertisers much
more responsive to their obligation to carefully
screen their advertising for possible deception.^
However, one cannot rule out the possibility of a reverse
effect in the area. Advertisers might lean toward the
increased use of puffery, realizing that it would be dif-
ficult for the FTC to make objective evaluations and
charges against such subjective claims.
Restriction, a second type of remedy sought in
advertising case, can occur when the Commission charges
the respondent for running an unfair or deceptive contest.
In these cases, the Commission asks that those who might
have been contest prize winners under a fair interpreta-
tion be awarded prizes as disclosed in the advertising
campaign.
Particularly in the product area where usage of
the product is potentially hazardous to the consumer or
his property, affirmative disclosures have emerged as a
somewhat effective remedy. This refers to the disclosure
of additional facts not set forth in the original ad, when
those facts might have a material bearing upon a substan-
tial number of purchase decisions.
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The excision of a trademark, when by itself is
deemed deceptive, and the total banning of a product is
also within the Commission's scope, although used only
as a last resort remedy when there seems to be no other
12
way to protect the consumer.
The FTC Process
Staffed with some 1300 people in both Washington
and in regional offices throughout the country, the Fed-
eral Trade Commission investigates complaints of false or
misleading advertising made to them by citizens, competi-
tors, public-interest groups. Investigations based on
their own monitoring of advertising are also initiated by
the staff. Procedurally, the FTC usually operates as
follows: After the complaint is initiated, an investiga-
tion is undertaken, and a proposed complaint is issued and
announced to the public as well as a proposed cease and
desist order. In the majority of cases, the alleged vio-
lator agrees to sign the cease and desist order, which
then in effect has the same force as an injuction. Con-
tinued violation of the order subjects the offender to a
potential $5,000 a day fine. If the defendant refuses to
accept the cease and desist order, he possesses the right
to a hearing before an FTC hearing examiner and beyond,
including a review before the Commission itself. Appeals
can be carried up through the Federal Courts, althouth
the procedure proves very time consuming and relatively
expensive. Most businesses capitulate relatively early
13
and agree to the order. (For a more in depth look at
the FTC procedure as commonly followed in advertising
cases, see Appendices II and III.)
Attacks on the FTC and Its Defense As
Related to Corrective Advertising
The Federal Trade Commission is not by any means
without its critics. Although he feels the FTC has done
the advertisers more good than harm, concerning the FTC
organization, Colihan states:
There are 3 distinct groups within the FTC —the 5
commissioners (who range from conservative to radical
and have chairman but not a chief —nobody who can say
this is what we think and what we're going to do),
the legal staff, and the hearing examiners, who are
so independent they're not even in the same building.^
Tom Dillon, president of Batten, Barton, Durstine
and Osborn, Inc., has attacked the FTC process of appeals
23
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You are really presumed guilty in practice by both
the Commission and the reviewing courts. It is true
that you will get a hearing before the full commis-
sion of the FTC, if you chose to have one, but you
are getting a hearing from the same prosecutors,
judge and jury that have already presumed you were
guilty and already fixed your sentence.^
As one continues to research the Commission's
relationship to corrective advertising, it becomes appar-
ent that the Federal Trade Commission is more deeply
involved than just requiring corrected ads to be run again
with an approved modification. Media, as well as adver-
tisers and their agencies, have expressed concern. Carl M.
Watson, Director of Broadcast Standards at NBC, expressed
this viewpoint,
As you might expect, we in the Broadcast Standards
are of the networks are firmly of the opinion that
the best way to avoid the necessity of any call for
corrective advertising is to establish a means which
assures the advertising is correct in the first place.
It is my personal opinion that the FTC while seeking
more authority such as trade regulations has failed
to exploit the self-policing facilities of media; it
has been remiss in not cooperating with advertisers
in establishing product classification guidelines as
they did for "guarantee" and pet foods. Provided
with such guides, the broadcast industry would be in
a position to implement their standards and avoid
counter advertising.-^
Although the Federal Trade Commission is criticized
for its policies, procedures, and remedies concerning the
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evolution of more stringent regulations on advertising,
it has its defendents.
Bill Bernbach believes that the new FTC restric-
tions and remedies will stimulate creativity and in turn,
make advertising even more effective than ever. Artistry
is the single most important selling tool. He says,
Up to the present time the FTC has done little more
than the law has always permitted them to do, al-
though the Commission had failed to exercise the full
scope of its powers in the past. It is true the FTC
has developed certain new remedies to meet the prob-
lems of deceptive and unfair advertising, but I
expect that these will be upheld substantially in
the Courts. lam convinced that the advertising
industry has the capacity to meet these challenges
and develop even more meaningful and effective
advertising.
Constitutionality and the right for the FTC to
require*advertisers to run corrective ads and enforce
other remedies remains a question. Many prominent indi-
viduals, both inside and outside the Commission, feel
that rapid changes in technology, accompanied by changes
in advertising and changes in advertising and changes in
customers’ ways of thinking, have perhaps resulted in an
out-moding of old principles necessitating a revision of
the standards of conduct. The principle of flexibility
regarding law enforcement for the FTC has been upheld in
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the Supreme Court. In the National Lead case in 1957 the
Court expressed:
if the Commission is to attain the objectives Congress
envisioned, it cannot be required to confine its road
block to the narrow lane the transgressor has traveled;
it must be allowed effectively to close all roads to
the prohibited goal, so that its order may not be by-
passed with impunity . . . Congress had placed the
primary responsibility for fashioning orders upon the
Commission. These cases narrow the issue to the ques-
tion: Does the remedy selected have a "reasonable
relation to the unlawful practices found to exist?"
In 1972 when Miles Kirkpatrick was Chairman of the
Federal Trade Commission he expressed the idea that it is
true that the FTC sometimes issues complaints or proposed
orders which are different from past complaints or orders.
According to him, Congress expected and intended for the
Commission' to do exactly that. All regulatory agencies,
the FTC included, were established for several purposes,
one being to explore new principles, develop public policy,
and fashion procedures for dealing with new conditions and
changing situations. And as advertising techniques change
and develop with time, and, Kirkpatrick continues,
as our understanding of the impact of such techniques
develops or changes, so too must the application of
the words "unfair" or "deception" change in the
interest of sound public policy.^
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Summary
The FTC is continuing and increasing its efforts
to protect the consumer and others involved, from false
and misleading claims, even if this pursuit lends itself
to the adoption of new requirements, regulations or reme-
dies, directly stated or implied in the 1914 Federal Trade
Commission Act and amendments henceforth. Corrective
advertising, then, is within this scope of FTC authority.
How significant a role the FTC plays in the actual con-’
struction of a corrective ad is a case by case approach.
The ways in which corrective ads might be done and how
the FTC relates to this area is discussed in Chapter 111.
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CHAPTER III
THE STATE OF THE ART IN THE CORRECTIVE
ADVERTISING PROCESS
While FTC has come to view corrective advertising
as a "usual remedy" in proposed complaints dealing with
deceptive practices, one might inquire how corrective ads
are done, what are some case examples and what initial
efforts have been observed and felt by the advertisers,
the agency, and most importantly the consumer. Discussion
in this chapter centers around these three topic areas,
with emphasis placed on three national advertisers who
have actually run corrective ads. Several cases in which
the FTC initially requested corrective advertising and
eventually settled by other means, as well as reasons
behind these decisions are mentioned briefly. Because of
the relatively small amount of research conducted as yet
on the effects of such advertisements, only initial views
and projections are presented and related.
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Ways of Doing Corrective Ads
Several potential methods of making a corrective
ad have been proposed and each method seems to possess
merit and consideration. But each possesses limitations
and invites difficulties. Determining the content and
authorship of corrective ads looms as one of the most
difficult obstacles in making the remedy workable. First,
the advertiser could be compelled to disseminate a stand-
ard corrective message which the FTC had prescribed,
stating that previous product ads were alleged by the
Commission to have been deceptive. Critics to this
approach point out that the processes of communication
are subtle and complex and that rarely could this
approach counteract a message created with the talents,
research tools, and economic resources available to the
advertising industry. The possibility of prescribed
corrective messages has not been ruled out by the FTC.
The initial corrective advertising proposals state only
that a certain portion of the advertiser's space or time
must be devoted to "clear and conspicuous" disclosure
that the Commission has alleged deceptions in previous
advertisements. The FTC's definition of a "clear and
32
conspicuous" disclosure in television commercials amounts
to specific standards of time and size, duration and vol-
ume to assure that the disclosure is long enough, loud
enough and large enough to be seen and heard. It must be
made simultaneously in audio and video, must be presented
in close time proximity to the representation to which it
relates, and must be in language that can be understood
by the audience for whom the commercial is intended.
Another possible way of creating corrective ads
is to give time and space to a special-interest group,
who might be more likely to create a more effective
sage in counteracting the original deceptive claim. The
utility of such an approach is exemplified by the American
Cancer Society in their anti-smoking commercials. However,
problems are inherent in this method--namely, continual
control and supervision of the group designing the correc-
tive ads would !be required, message corrections would
have to be confined to preventing deception through re-
evocation of residual misimpressions, the FTC would have
to referee disputes between manufacturer and interest
group, and finally, a true appropriate interest group
would have to be found.
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Thirdly, the FTC might acquire its own advertising
expertise or contract with a private ad agency. Effective
corrective advertising could be devised by these profes-
sional advertising personnel working for the FTC. How-
ever, the idea behind a governmental advertising agency
seems unlikely to be compatible or acceptable to those
involved in the advertising industry.
Permitting the advertiser to design his own cor-
rective ads, subject to the Commission's approval, was
the method initially used. (See Appendix IV for Profile
Bread.) Its chief advantage is that of having profes-
sionals produce the ads without entangling outside groups
or the FTC in the creative process. The most significant
disadvantage is that there is little incentive for the
advertiser to make the corrective ad However,
one must also consider that if a national advertiser is
investing a substantial amount of money in his promotional
campaigns, and 25 percent goes toward corrective adver-
tisements, then he and his agency will try to create ads
that are not detrimental to his company and product image
and, hopefully, improve that image with customers. That
idea questions the rationale behind the corrective
advertising concept.
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The FTC staff has determined that the optimum way
of dealing with false impressions, created by some adver-
tising, is to resort to the same techniques that the
advertising resorts to (the same media, method, people,
and techniques) and relay the facts about the products to
2
the consumer in the way in which the deception was done.
Most FTC proposals call for corrective advertising
to be run for one year for approximately 25 percent of the
advertising. The 25 percent corrective ad figure was an
arbitrary figure adopted so as to constitute some initial
basis from which consent negotiations would proceed or to
3
which proof at the hearing could be directed. However,
one must keep in mind that the method used is that of a
case by case approach, and certain other requests may be
attached to the Commission's order. For example, in a
case currently being examined, the FTC is seeking correc-
tive ads to be run for two years, on the basis that "resi-
dual deception" in that particular category is greater
than others. In the three national cases involving
corrective advertising (see Appendices IV, V), each
advertiser consented to run its corrective advertising
for a one-year period. In the case concerning Ocean
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Spray Cranberry Juice Cocktail, the FTC supplied the
specific wording of the commercial to be used. The Com-
mission's Bureau of Consumer Protection announced that
this will essentially be the standard procedure in future
4
cases. In general, the FTC does not intend to get into
the business of creating ads itself, but will try to
design orders to require that proposed corrective adver-
tisements are subject to approval by the FTC or a member
5
of its staff.
Insights to Related Cases
Since the controversial program was first proposed
in 1971, three national advertisers—Profile Bread, Ocean
Spray Cranberry Juice, and the Sugar Association and Sugar
Information, Inc. —have run corrective advertising. Sev-
eral cases, where corrective advertising is the proposed
remedy, are presently in litigation. Other cases, where
corrective advertising was the original proposed remedy,
have been dropped, modified, or lost. But as mentioned
previously, each case is handled on a case by case basis.
Several cases merit discussion in order to set the
stage for a more comprehensive examination of national
advertiser's corrective advertising. In 1970, Proctor and
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Gamble ran a magazine advertisement which asked in bold
type at the top of the page, the following question, "If
both parents brush with Crest, will the baby have strong
teeth?" (See Appendix I) Showing a picture of a preg-
nant woman, the ad finally got around to explaining that
if both parents use Crest, chances are that the children
will also and, if they do, they are likely to have strong
teeth. Voluntarily, a short while later, Proctor and
Gamble took out full-page ads in the same magazines in
which the original had run with the headline saying
"Some people misinterpreted this ad, and we're sorry."
Set out in the same ad was an explanation that what Crest
had said had nothing to do with heredity, but that the
protection against cavities was due to the inherent prop-
erties of the toothpaste This case has served
as a prime example in illustrating what the FTC expects
in its corrective advertising requests.
But several cases against advertisers have been
dropped or the original request modified by the FTC during
the litigation procedures of some cases. As an example,
the FTC originally sought corrective advertising against
Coca-Cola for its Hi-C fruit-flavored drink advertising.
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The FTC charged that from 1969-1971 Hi-C ads falsely set
up the drink as equal to orange juice and other fruits,
deceptively pictured it as made of fresh fruit, deceived
consumers on nutritional claims by calling it "the sensi
ble drink," and suggested one could "drink all you want
without effects from high sugar content." The staff has
dropped the request for corrective advertising because
Coca-Cola's sharp increase of Vitamin C content in Hi-C
"diminishes" public interest in corrective previous
claims. The Commission is still seeking a cease and
desist order.^
Although only in East Coast media, Trans World
Airlines has run corrective advertising following pres-
sure from the National Air Carriers Association, which
claimed that ads run by TWA in March, 1972, unfairly
compared its group inclusive tour plans with charters.
TWA's original ads asserted that supplemental carriers
don't offer TWA's "Ambassador" service, when in reality
"Ambassador" is a trade name and many charter carriers
offer similar service. Trans World has also made mis-
leading claims about supplemental carriers not having
offices and staffs worldwide, as TWA does. But many
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charters, in fact, do maintain such offices. The original
ads also claimed that tour plans do not have "hidden
service charges" as do charter plans, but it was pointed
out that inclusive tour charter rules preclude any service
charges. TWA ran the corrective ads in order to settle
the dispute as a compromise between the two parties and
Q
"in the interest of settling any possible confusion."
It is interesting to note that on the whole this case was
settled through negotiation and compromise without direct
FTC involvement.
In summary, then, it becomes even more apparent
that each case in itself has its unique aspects and must
be and is dealt with in an individual manner. The three
following examples reinforce the idea.
The Profile Bread Case
On July 2, 1971, the Federal Trade Commission
announced provisional acceptance of a consent order which
contained the first corrective advertising provision
obtained by the Commission. ITT Continental Baking Co.,
Ind., and its advertising agency, Ted Bates and Co.,
agreed to the order requiring for one year after it
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became final that at least 25 percent of the advertising
expenditures (excluding production costs) for Profile
Bread would be devoted to FTC-approved corrective ads.
The advertisements were to contain the explanation that
Profile is not effective for weight reduction, as could
be interpreted from previous advertising. Approved radio
and television commercials were to be aired in the same
time periods and seasons as other Profile ads, and
approved print advertising had to appear in the same
vehicle as other Profile ads.
The order also prohibited such weight reduction
misrepresentations as claiming Profile:
1) Provides significant benefits toward losing or
controlling weight.
2) Is lower in calories than ordinary bread if the
reduced calorie intake is attributable to
thinner slices.
3) When used for appetite appeasement, will cause
weight loss without adhering to a diet con-
taining less calories.
Allegations in the complaint claimed that Profile
misled consumers to believe the bread contained fewer
calories than ordinary bread and was of significant value
in weight control diets. However, each slice contains
only about five less calories (thinner slice) and eating
40
two Profile slices before lunch and dinner will not result
9
in weight loss without reduced calorie diets, as claimed.
The FTC was allowed to withdraw its acceptance of
an agreement after further consideration; the public was
allowed to comment and make suggestions for approximately
a month before the order became final; the orders in
general are not an admission by the parties involved that
the law has been violated, but for settlement purposes
only.
The corrective commercial created by Ted Bates
for TV did run for the designated one-year period. No
print ads were run. There are conflicting reports on
what percentage of the time the corrected ad actually
ran, (60% to 25% depending upon the source), but Arthur
Ostrove, Continental Baking's ad director speculated it
was more than 25 percent required but substantially less
than the 60 percent (For a more comprehen-
sive analysis of this advertisement see Chapter IV and
Apprndix IV.)
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The Ocean Spray Cranberry Case
Ted Bates was again involved with another correc-
tive advertising episode, when on May 4, 1972, one of its
accounts, Ocean Spray Cranberries, Inc., agreed to run
corrective ads stemming from alleged deceptions in tele-
vision and magazine advertisements offering cranberry
juice cocktail as a breakfast beverage in competition
with orange and tomato juice. The complaint also alleged
that the firms falsely advertised the drink as a substi-
tute for other juices because it is more nutritious and
that it contains cranberry juice entirely. The agreement
prevented Ocean Spray from talking about "food energy"
for its cranberry drink unless it discloses that it is
referring to calories."^
The order specifically forbids claims that any
beverage made by Ocean Spray or advertised by Ted Bates
(as a cranberry product):
1) Contains as many or greater variety or quantity
of nutrients than any other beverage, unless it
is true.
2) Has more "food energy" than other beverages
unless disclosure is made that "food energy"
is in actuality calories.
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3) Is a "juice" unless it is made of purely natural
or reconstituted single strength fruit juice
with no water added.
12
The settlement requires a minimum of one out of
four ads, or 25 percent of its media expenditures for one
year, to explain in corrective language that in discuss-
ing food energy, Ocean Spray did not mean vitamins and
minerals, but calories.
Specific corrective language was written by the
FTC, implying this as the future standard procedure.
The required statement is as follows:
If you've wondered what some of our earlier adver-
tising meant when we said Ocean Spray Cranberry Juice
Cocktail has more food energy than orange juice or
tomato juice, let us make it clear: we didn't mean
vitamins and minerals. Food energy means calories,
nothing more.
Food energy is important at breakfast since many
of us may not get enough calories, or food energy,
to get off to a good start. Ocean Spray Cranberry
Juice Cocktail helps because it contains more food
energy than most other breakfast drinks.
And Ocean Spray Cranberry Juice Cocktail gives
you and your family Vitamin C plus a great wake-up
taste. It's
. . .
the other breakfast drink.
The Sugar Case
On August 18, 1972, the Sugar Association and
Sugar Information Inc. agreed to running corrective ads
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for misleading weight reduction claims the two associa-
tions had used in a 1969-1971 advertising campaign. The
consent order provision contained a mandatory corrective
advertising segment, and prohibits the associations from
making false and unsubstantiated weight-reduction claims
for refined sugar and misrepresenting its nutritrional
value in weight-reduction dieting. The order prohibited
the two associations and Leo Burnett Co., Inc., their ad
agency to claim that:
1) Refined sugar contributes to weight reduction or
to prevention of weight gain unless that conclu-
sion is sufficiently substantiated.
2) Refined sugar supplies food energy uniquely com-
patible for individuals trying to lose weight or
prevent weight gain.
3) Food energy from refined sugar acts other than
as a body fuel for purposes of weight reduction
or preventing weight gain.-*-4
The original claims led the consumer to believe
that eating sugar and foods containing it shortly before
meals is effective in losing weight.
This specific case is particularly interesting
for several reasons. This was the first time that an
15
advertiser has agreed to a specific insertion schedule.
And this marked the first time the FTC had modified
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corrective advertising provisions due to public comment.
Objections were raised concerning the noncorrective por-
tion of the ad, and based on the comments, the Commis-
sion's final order included only the first two paragraphs,
the corrective portion. The following two paragraphs were
to be clearly and conspicuously stated in the corrective
ads:
HEADLINE: THE PLAIN TRUTH ABOUT YOUR SWEET TOOTH
COPY: Do you recall the messages we brought you in
the past about sugar? How something with
sugar in it before meals could help you curb
your appetite?
We hope you didn't get the idea that our
little diet tip was any magic formula for
losing weight. Because there are no tricks,
or shortcuts, the whole diet subject is very
complicated. Research hasn't established
that consuming sugar before meals will con-
tribute to weight reduction or even keep you
from gaining weight.-*-6
The Commission required full-page corrective
advertisements in the following publications:
McCall's December 1972
Saturday Review December 1972




Reader's Digest April 1973-*-^
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The Effects So Far
As with most modifications, procedural alterations,
and changes in attitudes dealing with organizational pro-
cesses and remedies for problems, the overall effect of
the corrective advertising concept is difficult to deter-
mine. With only two years exposure with three national
advertisers, together with controllable as well as uncon-
trollable economic and environmental variables, analysis
of corrective advertising effects on product sales, com-
pany image, and consumer attitudes can only be generalized.
Conflicting reports on who did what, when, and how many
times makes the task even more difficult. But at least
on the surface, some reports have related to these effects.
For example, in the Profile Bread case, one govern-
mental official commented that ITT Continental Baking Co.
liked the corrective ad so much that the company aired the
commercial, 60 percent of its schedule. But Continental
Baking's ad director reported that in no instance has it
been aired appreciably above the 25 percent required. As
far as the effect on Profile's sales, the ad director
noted that sales were down tremendously after ten months
of running the commercial. But he added that:
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It's difficult to attribute the poor sales trend to
one commercial specifically. It is safe to say that
the beginning of the negative sales trend coincided
with broadscale adverse publicity that occurred
regarding Profile and the FTC order.-*-®
In the noted voluntary corrective ad which Proctor
and Gamble ran for Crest toothpaste, Pitofsky pointed out
that the Company's stock had not "fallen through the floor
in the Stock Exchange." No serious setbacks to the com-
pany occurred as a result of the ad and Pitofsky felt that
the gesture "was a responsible and praiseworthy act and
reflected very well on that company and its agency and
19
advertising generally."
Ocean Spray and the two sugar trade associations
have not reported the effects so far of their efforts in
corrective advertising, although the sugar groups have
ceased advertising for the time being to reevaluate their
promotional program.
In practice, corrective advertising could produce
several different effects. An increase in overall adver-
tising volume is not out of the picture. If an advertiser
has an almost limitless budget, he could simply increase
his total advertising expenditures so as to offset the
effects of the corrective portion. If corrective adver-
tising is viewed as being disproportionately effective,
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the increase in total volume could be larger than the
amount of corrective advertising required. But this
effect might be improbable as exemplified in the anti-
smoking campaign, where tobacco companies reduced adver-
tising volume in the broadcast media rather than combat
the American Cancer Society.
As far as the effect on consumers is concerned,
corrective advertising in theory serves, in one sense,
to contradict, or at least neutralize, impressions sup-
posedly built up in previous campaigns. Difficulty lies
in the lack of assurance that the corrective advertising
will reach the original consumer although the same media,
markets, time periods, and seasons are generally used.
Hence, consumer confusion is a likelihood that should be
considered.
Advertisers might find it difficult to limit cor-
rective advertising to the specific product that was
deceptively advertised. Theoretically, corrective adver-
tising is designed to affect only that product advertised
in a deceptive manner; however, consumer reactions might
well spill over into other product lines, and feasibly be





Commissioner Mary Gardner Jones feels that in the
long run the remedy may encourage advertisers and their
agencies to be more cautious in their advertising, for
fear of or respect for corrective advertising.
It is my impression, and strictly an impression that
the concept of corrective advertising . . . may have
served some purpose in causing advertisers and their
lawyers to be more responsible and careful about
their advertising claims.^
However, even Miss Jones has expressed her concern
over the Commission's use of the remedy. Although admit-
ting an inordinate fondness for the FTC, she does feel
some criticism of the corrective ad concept is justifiable.
For example, the Commissioner herself has accused the Com-
mission of "cowardice" in its failure to offer "guidance"
22
as to when it would utilize the remedy.
It isn't fair to hold out the threat of corrective
advertising and yet not block out the circumstances
in which it would be ordered.
. . .
It's sort of
like waving a gun and not saying who you're going
to 5h00t.23
As implied in the discussion of the overall effects
of corrective advertising, no one is really certain of how
the concept is/will be affecting the consumer, the media,
the advertisers and their agencies. Speculation rather
than research has been the consensus for evaluating its
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results. In the remaining chapters of the thesis the
author hopes to relate his original research on the sub-
ject. Although a pilot study and limited in scale, it
is hoped that the experiment described forthcoming will
lead to a more extensive and sophisticated research pro-
ject designed to test the true effects of corrective
advertising and answer the question: Is corrective
advertising accomplishing its purpose?
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Basic to the idea of consumer behavior is consumer
attitude—or from an advertising perspective, the predis-
position to buy. Consequently, consumer reaction to
various advertisements can lead to important insights into
the attitude one has about a product and the perception
one forms when exposed to an ad of the product. Therefore,
certain questions about corrective, as well as deceptive
advertising, and their practices seem worthy of explora-
tion and explanation. For example, doubt has been raised
on the consumer reaction to false and misleading adver-
tising. Do consumers really believe the claims set forth
in these ads? What is remembered after viewing a "decep-
tive" ad? Furthermore, when corrective advertising re-
places an original ad to "clear up any misunderstandings,"
is it believed to any more extent than the deceptive ad?




In order to find answers to these and similar
questions, the author set out to measure and test consumer
reactions and attitudes toward an original "guilty" adver-
tisement and its FTC sanctioned "corrective" counterpart.
The results of the study provide some clues about consumer
perception of a misleading ad and the effectiveness of its
corrective ad in communicating a corrective message.
Two Hypotheses
The reasoning expressed above suggests two hypo-
theses which were tested in an experimental setting.
1) A deceptive advertisement (as deemed by the FTC)
is not perceived as being false, misleading, or
untruthful by individuals who view it.
2) Individuals who view a corrective ad perceive it
as not communicating a corrective message, but
rather presenting a new approach/appeal for the
same product.
Procedure
The experiment consisted of showing a reel of five
commercials to two groups of women, with all advertise-
ments remaining the same except for the test commercials
for Profile Bread. Group I, consisting of 25 women from
a local church (St. George's Episcopal Church of Austin,
54
Texas), viewed the original deceptive ad; whereas Group II
(31 women from the Austin Civic Chorus) viewed the cor-
rected version of the same ad. The four control commer-
cials included ads for Post Raisin Bran, Baby Scott
Diapers, Downey Fabric Softener, and Diet Rite Cola. The
particular test commercial for Profile Bread was inserted
third in the series of five for concealment.
Recall and consumer "attitude" were the two main
factors tested in the experiment. The participants were
all women, and of the "typical" housewife variety. Selec-
tion of the subjects was geared toward obtaining so-called
middle-class (education, income, age variables were con-
sidered) women; it was felt that they are most likely to
make the purchasing decision concerning the products
advertised in the experiment. The four commercials
chosen as the control advertisements were selected on the
basis of their product orientation toward the housewife
and would serve as adequate disguise for the test ads.
It was also felt that because Profile Bread has no dis-
tribution in the Austin, Texas, area, the participants
would have no experience with the product and therefore
reactions would be to the commercials only and not to
previous familiarity with the product.
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Each group of women was assembled during break
sessions of their regular meeting. A small room was
acquired and the film projector and other equipment was
set up in advance in order to facilitate the smoothness
of the experiment. Participants were told that they were
to view four or five commercials, and to assume that they
were in the market for the products to be advertised.
The women were aware that they would be asked some ques-
tions about the commercials after viewing the minute
commercial series. The total experiment required about
15-20 minutes in time, and respondents were asked to give
their first reactions and mark them accordingly. They
were not aware of the nature or specific kind of questions
to be answered on the questionnaire.
The questionnaire consisted mainly of two sec-
tions—two open-end questions for test of recall and the
semantic differential technique for determining attitude
toward the ads (see Appendix VI). It was felt that from
the two initial questions notions not deduced from the
scaling technique might be determined. At least one could
get a feel of what some women perceive when they view a
"deceptive" as opposed to seeing a "corrective" ad. The
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semantic differential technique was used because of its
relative ease of understanding to participants, its facil-
ity for speed in marking and in tabulation for statistical
purposes, and because of its previous acceptance and
application in measurement of consumer attitudes.
Because of the time constraint, only three com-
mercials were tested (the middle three, including Baby
Scott Diapers, Profile Bread, and Downey Fabric Softener).
Profile Bread was the major interest and concern, but the
other two commercials served matching, as well as control,
purposes. Secondarily, they also aided in the analysis of
the results by putting the test ads in some perspective
according to the ratings received on the semantic differ-
ential section of the questionnaire.
CHAPTER V
RESULTS AND ANALYSIS
Of the 24 scales marked on the questionnaire, ten
of these serve as a basis for analysis of the results.
These ten were selected from among the total because of
their direct/indirect relationship with the evaluative
measure of deception and "effectiveness" in advertising.
Computers on The University of Texas at Austin campus
were used in the calculation and tabulation of the results
of the semantic differential part of the questionnaire.
Statistical Reasoning^1
The steps in tests for statistically significant
differences are as follows:
the hypothesis states that there is no significant









if the null hypothesis is rejected, one assumes
that there IS a significant difference and
consequently, accepts the alternate Hypothesis
the level of significance chosen was 1% and the
corresponding table value for t = 2.704





if t < -2.704 or t > 2.704
computer formula for computing t
VI. Decision
either accept the null hypothesis (no sig. diff.)
and reject the alternate, or reject the null
hypothesis and accept the alternate (sig. diff.)
In the analysis of the responses to the various
commercials, the ten scales tested were grouped into three
factors—truthfulness factors, relevance factors, and
interest factors. A priori reasoning was used in deter-
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on the emergence of the factors. It would seem logical
that the ten scales evaluated would fall into the three
factors discussed.
Mean scores were computed for the ten scales to
be analyzed on the three commercials rated by each group
To insure that the two groups of women to be tested were
matched, mean scores on the ten scales were tested for
significant differences on the two control commercials
(Baby Scott and Downey). It was found that at a 99 per-
cent confidence level the two groups had ratings on each
of the scales essentially the same (see Table 1). This
allowed for the introduction of the Profile Bread commer
cials into the experiment, assuming that on these ten
scales the groups were statistically alike enough to be
tested on the interchanged test Profile ad. Therefore,
if there was found to be a significant difference in
response to the two Profile commercials, it was due to
the advertisement and not due to inherent differences
in the groups.
Table 1 illustrates statistically the ratings of
the three commercials on the scales evaluated in the

































































































































































allow for the bipolar adjective scale to be computer-
oriented. Values were assigned on a scale from 3 to -3
to allow participants to agree or disagree in varying
degrees according to the concept being measured.
Control Commercials
As implied in earlier discussion, the evaluation
of each of the ten scales amounts to the statistical
testing of two hypotheses—if the null hypothesis (no
significant difference) is accepted, then the alternate
hypothesis (significant difference) is rejected and vice™
versa. In effect, then, each scale must be evaluated
separately to obtain the overall picture of the adver-
tisements and their effectiveness.
In Table 1 one will note that no significant
differences were found in the ten scales measured among
all three commercials, with the exception of the test ads
for Profile Bread. These results reinforce the notion
that the two samples were matched and that differences
in responses to the test ads may be interpreted as true
reactions to the ad and not due to unmatched samples.
Because the two control commercials are used as
an aid to place the Profile commercials in some sort of
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perspective, a brief evaluation of each one deserves men-
tion. For the Baby Scott Diaper ad, Groups I and II felt
it was on the whole true, believable, and honest. They
felt the commercial was neither understated nor exagger-
ated. The respondents rated the commercial as somewhat
important, convincing, and meaningful, and the two groups
felt the ad was very easy to understand. The commercial
was neither "something special" nor "run of the mill," but
did score on the positive side of the interesting-boring
scale. It is worth noting that on the 20 values calcu-
lated (ten for each of the two groups) only one was a
negative absolute value. Group I rated the Baby Scott
commercial very slightly exaggerated.
When it came to the Downey Fabric Softner commer-
cial, again no significant differences were found on the
ten values rated by the two groups. Overall Groups I and
II felt the commercial was true, believable, and honest,
although somewhat exaggerated. They scored the ad as
neither important nor unimportant and neither meaningful
nor meaningless. However, both groups rated the adver-
tisement as somewhat convincing and quite easy to under-
stand. On the "something special—run of the mill" scale,
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the groups had no definite feelings, but did rate the ad
on the positive side of the interesting-boring scale.
As a whole, there were only four of the twenty values
which scored negatively, implying that the viewers gen-
erally had positive reactions to the commercial. The
easily understood scale scored the highest, as was true
with all three commercials tested. But the Downey ad
also rated relatively strong on the interesting, con-
vincing, and honest scales.
Test Commercials Analysis
From Table 1, the most obvious point to note is
that four significant differences were found in the
responses of Group I (who viewed the deceptive ad) and
Group II (who viewed the corrective version). These four
scales will be discussed in further detail under the
truthfulness factors evaluation.
Discussion now centers around separate evaluation
of each commercial by their respective group. Group I
felt very strongly that their Profile Bread ad was untrue,
exaggerated, unbelievable, and dishonest. In fact, it
scored negatively on nine of the ten scales measured,
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with only the "easy to understand" scale scoring on the
positive side. It is quite apparent that respondents
maintained definite views concerning the ad--and mostly
in a negative manner. The "convincing" scale was scored
the lowest of the ten scales evaluated for the ad, and
also had the lowest rating of any of the groups on the
convincing-unconvincing scale. In fact, this "deceptive
ad for Profile Bread had the lowest scores on all ten
scales evaluated of any commercial. Needless to say, the
respondents were not receptive to the advertisement and
its claims.
The corrected version of the same product rated
significantly different on four of the ten scales, namely
true-untrue, understated-exaggerated, believable-unbe-
lievable, and honest-dishonest. However, Group I felt
the ad was still somewhat exaggerated and only scored the
believable scale a +.65, where a +3.00 is "definitely
believable." It might be noted that of the six remaining
scales, the corrective ad scored negatively on five of
them, asserting that Group II felt the commercial to be
unimportant, unconvincing, meaningless, run-of-the mill,
and boring. It did rate positively on the "easy to
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understand" scale, but the absolute score was among the
lowest relative scores obtained in the test for that scale.
Truthfulness Factor
Four scales dealt with the truthfulness factor
for each advertisement.—true-untrue, believable-deceiving,
understated-exaggerated, honest-dishonest. From Table 2
one can readily see that these scales were the only ones
to show significant differences in the ratings. It might
be noted that the believable-deceiving scale received the
highest score on the t value, meaning essentially that
this test showed the most significant difference. Group I
rated their commercial on the deceiving side of the scale,
whereas Group ll's rating fell on the believable side. It
is interesting that Group I felt the original ad was more
deceiving than Group II felt the corrected ad was believ-
able (-1.6 and +.65). The important idea behind all of
this is that Group II believed the corrected version sub-
stantially more than Group I believed the original version
Relevance Factor
Of the four scales discussed in this grouping,






























































































































































the two test commercials. For example, on the important-
unimportant factor, the two groups viewed their respective
Profile commercial to be on the unimportant side of the
scale. The same tendency holds true for the convincing-
unconvincing and meaningful-meaningless scales as well.
It seems that on these three scales neither commercial
rated very highly as far as getting a meaningful and con-
vincing message across to the participating housewives.
One somewhat noticeable statistic is that even the
straightforward corrective ad was rated -1.32 value on
the convincing scale (meaning essentially that the com-
mercial as a whole was unconvincing). However, both
commercials did score positively and exactly the same on
the easily understood scale. It seems that all commer-
cials tested scored in the same direction on the scale
and that participants felt quite confident and comfort-
able in their ability to understand the messages conveyed
in the ads.
Interest Factor
The two scales (run-of-the-mill —something special,
boring—interesting) comprising the Interest Factor were
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rated essentially the same for the Profile Bread commer-
cials. Respondents felt as a whole that the corrective ad
was of the run-of-the-mill variety and not something
special. Group I rated the "deceptive" ad as somewhat
ordinary and again implying that the ad was not that out-
standing. When the groups rated their respective ads on
the boring-interesting scale, they both felt the commer-
cials were more boring than interesting. One can note
the different perceptions of the two groups on the test
commercials in Table 3 which illustrates in graphic form
the means scores of all scales measured.
Open-End Questions
These two questions were included in the test to
allow participants to express their views on the commer-
cials they saw, in an effort to develop notions and
insights not possible from the semantic differential
scale. Because responses many times contained the same
answer for the two questions asked, the respondents'
answers were taken as a whole and analyzed from the per-
spective. For example, Group I, who viewed the original
"guilty" ad, expressed even more strongly in their open-
















































































in the ad. Of the 19 respondents who answered the ques-
tions/ nine mentioned in one way or another that any
bread is fattening/ or that bread is bread and if one
eats anything shortly before lunch, it would help curb
your appetite. Essentially, these nine people perceived
the commercial as being misleading and held very strong
views toward the ad and its claims. One woman summed it
up by answering the first question (what went through
your mind when you viewed the ad?) with "'Don't give me
that' feeling." Four individuals explicitly reiterated
what was claimed in the ad (concerning the diet plan)
and almost half of the people who answered the questions
felt the overall scope of the ad was "if you buy our
bread, it'll make and help you stay slim." It is worth
pointing out that about 15-20 percent of the women men-
tioned a "wishful-thinking" factor when they watched the
ad, in that they expressed some sense of longing for those
younger, more slender, more attractive, more model-like
years of their lives.
Analysis of the open-end questions from Group II
for the corrective ad essentially reaffirms the informa-
tion obtained in the semantic differential ratings. It
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is interesting to note that of the 19 people who responded
to these questions, only two mentioned or implied that the
ad's purpose or message was to correct any misconceptions
about previous claims. One of these persons aptly stated
that "Profile had to do this commercial because they had
earlier made claims about it containing less calories."
The other said that Profile was "trying to change its
image" from "being a diet bread to being a nutritious
one." That statement leads into the discussion of this
nutrition element. Obviously, nutrition and not calories
(and not truthfulness) was the one factor which emerged
as the key point of the advertisement—approximately
63 percent of those who responded on the questions men-
tioned "nutrition" as the outstanding element in the
message. Seven of the 19 people commented on the physi-
cal setting of the ad--beautiful home, the children at
the table, the tent dress worn by the actress. However,
almost 25 pervent of the women expressed negative reac-
tions to Julia Meade as the spokeswoman for Profile—from
"Julia Meade turns me off" to "the actress in the ad was
very unconvincing."
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Summarizing the tabulated results from the two
groups, the two test commercials were rated no differently
on six of the ten scales measured, (at a 1% level of sig-
nificance) . The four factors which produced significant
differences related to a truthfulness factor (true-untrue,
understated-exaggerated, believable-deceiving, honest-
dishonest) . Group I felt that the original deceptive ad
was on the whole untrue, exaggerated, deceiving, and dis-
honest. Therefore, Hypothesis 1 is rejected on the basis
that to a significant degree, the sample who viewed the
"original" ad viewed it as being deceptive. On the
remaining six scales the commercials statistically scored
the same; meaning perception of the ad was no different
on those scales. On the open-end questions, Group II
seemed to be more impressed with the nutritional claims
and Julia Meade's tent dress and "lovely home" than any-
thing else. Group I maintained a wider variety of re-
sponses with its deceptive ad, but overtly spoke of not
believing that this particular bread will help one lose
weight. From these results, Hypothesis II is accepted,
noting that only on the truthfulness factor was there a
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difference in the perception of the two ads. Interpre-
tations of this experiment and related comments are the
subject of the concluding chapter.
FOOTNOTES
Charles T. Clark and L. L. Schkade, Statistical
Methods for Business Decisions (Cincinatti: Smith-Western





In regard to the hypotheses tested in the experi-
ment, elaboration lends itself to interpretation of the
results. Many points can be considered as assumptions
must be made, but this discussion hopes to summarize the
data from the researcher's point of view. It can be said
that as a whole the two control commercials scored much
more favorably with the audience on the scales rated.
This could be because of the product category (Profile
Bread was the only one to make claims about a food item),
or because of a negative reaction to the female model in
the deceptive ad or Julia Meade in the corrected version.
More important are the overall reactions of the two
groups to their respective Profile Bread commercial.
Certainly the deceptive ad was perceived as being so, but
conversely, is the question of how truthful did the cor-
rective ad appear to the respondents. According to the
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data, on three of the four scales in the truthfulness
factor, the supposedly "straightforward" corrective ver-
sion was rated below the control commercials. For example,
in the true-untrue value, the corrected version scored
only +.156, suggesting that participants generally felt
neither one way nor the other. When it came to the
understated-exaggerated scale for the test commercials,
again there was a significant difference. But Group II
as a whole still felt the commercial was exaggerated,
however not to the same degree Group I felt about the
Profile ad they saw. One possible explanation of this
deals directly with the creative strategy used in the
two ads. For instance, in the deceptive ad, the commer-
cial focused its attention on a slender female model and
on how by eating Profile Bread one can remain slim. But
the corrected version casts a "typical housewife" mother
claiming Profile Bread is nutritious. It is inherent in
the unique strategies employed that one might be inclined
to think "models" are more artificial as opposed to "house
wives." However, it is worth noting that Group II felt
the ad to be on the exaggerated side of the scale also.
And it must be kept in mind that Group ll's highest score
77
in a positive direction on all truthfulness scales was
still less than +1 (for the believable scale). Concerning
the interest related scales for the Profile ads, results
produce negative implications for the advertiser, with
special consideration for the FTC and its sanction for the
corrective ad; if the ad(s) is to be "effective" it must
be noticeable enough to arouse interest, and consequently,
maintain the attention of the viewer in order to communi-
cate the intended message. It seems as if the corrective
ad failed to do this. However, one encouraging note for
the advertiser, his agency, and the FTC is that each
group rated each commercial substantially positive on the
"easily understood" scale. But again, one might note that
the Profile ads scored lowest on the set of scales.
In summary, then, it might seem that the correc-
tive ad was viewed and rated much like its deceptive
counterpart--with the exception of the differences ob-
served in the truthfulness evaluations. The key notion
is that although there were differences, when put in
perspective with the control commercials, the corrective
ad was not in itself believed to a degree comparable to
that for control ads.
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Pros and Cons
A brief review of the stronger and weaker points
of the concept seem appropriate in the final analysis.
First and foremost, the corrective advertising concept
provides the Federal Trade Commission with a more potent
weapon than the conventional cease and desist order to
combat deceptive advertising. The new remedy is designed
to inform consumers of previous deceptions found in ear-
lier ad campaigns and to hopefully restore market share
to previous standing. Corrective advertising might in
effect make advertisers and their agencies more cautious
(and, in turn, more truthful) about claims in their adver-
tising. This in itself could prove helpful for the in-
dustry as a whole, protecting advertisers and skeptical
consumers from the liabilities of deceptive practices.
Theoretically, corrective advertising is sound, with the
long range idea of "clearing the air" of misleading and
false claims, not only by applying pressure on advertisers
and agencies, but by helping them to be more aware and
cautious of questionable claims. It might be argued that
corrective ads might produce positive effects, for the
idea of presenting a truthful message to clear up
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"misunderstandings" could have less than detrimental
effects upon the advertiser and the industry as a whole.
Might consumers respect an advertiser for trying to clear
up misunderstandings about previous claims and trying to
tell the absolute truth?
But with all of the positive aspects in favor of
corrective advertising, serious questions and doubts cloud
the issue. If market share is to be reallocated back to
the level it was before deception occurred, does the 25
percent for a one or two-year period accomplish the task?
Inherent in this assumption is the idea that market share
is increased, by the deceptive campaign; what if consumers
react favorably to the corrective ad? The wording of the
corrected ad can be so expertly and inconspicuously done
that consumers might not be able to pick up the "real"
message in the advertisement. Some professionals agree
with the concept, but feel the whole idea is off base--it
is not the national advertisers who are causing so much
damage with deceptive practices; it is the local adver-
tisers who "reap the benefits and get away with it."
Possible side-effects and loop holes might arise in trying
to combat the new remedy. For example, increased use of
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puffery might be the result. Instead of utilizing
specific (testable) claims, advertisers might promote
products and images with more general and opinionated
language ads in which the FTC would have more difficulty
in finding substantial fault as to require corrective
advertisements by ceasing all advertising for a year.
Understandably, this is not what the Commission had in
mind and is certainly not what the advertiser wishes in
terms of promotional campaigns. Questions arise concern-
ing the FTC 1 s procedure in obtaining consent orders to
run corrective ads: Is one already judged and convicted
by the Commission before he can present his case? If the
advertiser wishes to fight the charges, is it really (cost
and time) worth the monetary cost, the possible damage to
company image, and the probable years of litigation for
the price of not running corrective ads for a one-year
period. Other problems revolving around the concept
include the legality of the FTC to make such a requirement
The courts most likely will decide the issue when an
tiser stakes company reputation and attorneys' fees to




So what does the future hold for corrective
advertising? Is it to become the "usual" remedy for
deceptive advertising practices? Gerald Thain of the
Bureau of Consumer Protection of the FTC feels the trend
will be toward open-ended corrective advertising orders
which will remain in effect until the advertiser demon-
strates by an acceptable survey that level of deception
has been satisfactorily reduced. Thus the strength and
duration of corrective advertising required will be tied
to consumer research specifically designed to evaluate
and measure the degree of deception in the market place.'*'
Moreover, Robert Pitofsky expects the courts to sustain
the notion of corrective advertising and that the remedy
will be imposed in instances of flagrant falsehood where
residual misimpressions are likely to result. He feels
that after corrective advertising has been imposed a few
times that advertisers and their agencies will come to
realize that it is not "cruel and unusual" and makes sense





It is understood that the research undertaken was
based on selected and available resources, and that the
experiment conducted only reflected the thoughts and ideas
of those fifty or so women at that place and time. But
it is hoped that through this work, that individuals con-
cerned with and interested in corrective advertising and
its ramifications can see some contribution toward the
understanding and effects of the concept. More extensive
and sophisticated research is certainly necessary; but
pilot studies like these hopefully can aid researchers in
building a basis and background for conducting valid and
reliable experiments. Implications and suggestions emerge
from such studies broadening the scope for professional
researchers—keeping in mind that the genuine purpose of
the research is to improve communication effectiveness,
the reliability of results, and consequently, advertising
as a whole.
FOOTNOTES
Personal letter from Gerald Thain, Assistant
Director for National Advertising at the Bureau of Con-
sumer Protection, to Charles H. Norman 111, August 29,
1973.
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The attached flow chart is a simplified description of the FTC procedure
as commonly followed in advertising cases. The entire process, with
the exception of appeal to the federal courts, is under the direction of the
five-man Commission. It acts in directing the investigative and
prosecution staff in the first part of the process, and acts as a court of
appeal in the latter part.
The chart reads from left to right indicating the sequence of events from
initial investigation to court appeal. Process may take from 3to 5 years.
Typical flow through this system is as follows:
A) Staff investigates advertising. (Policy direction by commissioners.)
Status of this activity secret from press and respondent.
B) Staff recommend proposed complaint and order to commissioners.
Not public, nor is respondent represented.
C) If approved, proposed complaint and order issued with press release.
D) So-called Part II proceedings begin. Respondent and FTC seek to
clear matter through consent decree. (FTC not obliged to take this
step--may go directly to Part 111. )
E) If consent decree signed, release to the press and public has thirty
days to comment.
F) If consent decree not signed, FTC staff seeks approval of a formal
complaint and order. So-called Part 111 proceedings. This may
vary from "proposed complaint.
" Usually no press release.
G) Extended trial before FTC Administrative Law Judge. Testimony
from both sides admitted. This process may take a year.
H) Judge finds for either respondent or FTC. Either party then may
appeal to Commissioners.
I) Commissioners, sitting as appeal court, confirm or deny judge, or
send back for further trial.
J) If Commissioners find for FTC, respondent may appeal to federal courts
K) Federal courts may uphold or find against Commission, or may send


















1. What went through your mind when you viewed the ad?



















worthwhile waste of time
meaningful meaningless
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